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Castoria has finally decided to ad- 
vertise again. 

“Children loved it,” but they are all 
grown up now. 


Amos ’n Andy have started on 
their fourth year of broadcasts. The 
first thousand nights are the hardest, 
as Sheherazade once remarked. 


The manufacturers have just found 
out that it is going to take them fifty 
years to advertise colored sheets to 
popularity. 

That’s the kind of account an ad- 
vertising agency can really warm up 
over. 


* * * 


The kindly old gentleman plugging 
for Manor House Coffee, who says, 
“Can I have another cup?” is going 
to be terribly embarrassed when the 
seventh-graders begin writing in to 
explain the difference between “can” 
and “may.” 


* * * 


The moving picture companies 
must have been envious when they 
saw the amount of free publicity Old 
Sol got for his eclipse without any 
effort whatever. 


* * * 


Pine Tree Soap, explains Vice- 
President Regan, was used by Sen- 
ator Grundy, of Pennsylvania, in 
his unsuccessful campaign, “but of 
course the soap had nothing to do 
with that.” 

Just another case where the oper- 
ation was successful but the patient 
died? 

* * * 


The first of the new Nash poster 
series showed love at first sight; the 
second, “proud of their first,” while 
in the third the bride and groom are 
getting married. The neighbors are 
sure to talk. 


* * * 


Al Smith is the editor of The New 
Outlook, but if he continues to do 
his writing in the Empire State 
eine. he can rename it The Up- 
ook. 


* * * 


Philco believes in long radio pro- 
grams, President Skinner says, feel- 
ing that frequent changes make the 
listeners “jittery.” Unfortunately, 
though, they are not the only things 
that make the listeners jittery. 


* * * 


“We hope you'll try it—we know 
you'll like it,” is the sales talk those 
Postal Telegraph boys are going to 
pass out with the samples of Grape 
Nuts flakes. Even if they mix it up 
it will sound pretty good. 


* * * 


A new kind of tin can for packing 
food products is lacquered inside. 
The idea was probably obtained from 
&@ survey of a regular customer of a 
New York speakeasy. 


* * * 


“Look out for fake advertising,” 
warns ADVERTISING AGE, including in 
its condemnation those advertisers 
who fail to pay their bills. No fakers 
are hated more heartily. 


* * 


With the aid of Wrigley’s Spear- 
mint, the Cubs won fifteen out of six- 
teen games from their Eastern rivals. 
Maybe they would consider issuing a 
testimonial. Copy Cus. 


SAYS BREAKFAST 
FOOD COPY LEFT 
BUYER PUZZLED 


Murphy Discusses ‘Pops’ 
Advertising 


Chicago, Sept. 1.—While much 
current advertising indulges in 
glittering generalities instead of 
telling the basic story of the prod- 
uct, the fault is more that of the 
advertiser than of the agency in 
many cases, in the opinion of A. J. 
Murphy, former sales manager of 
Foodtown Kitchens, Inc., manufac- 
turer of Wheat and Rice Pops. 

John L. Kellogg, who formed the 
company about a year ago, has re- 
signed, ending a competitive battle 
in which his illustrious father, W. K. 
Kellogg, president of the Kellogg 
Company, Battle Creek, appears to 
have come out best. 

According to Mr. Murphy, the real 
story of “Pops” was never presented 
to the public to justify its price— 
considerably higher than that of 
competing and _ old-established 
brands. “Everybody’s wild about 
Pops!” was the slogan which helped 
secure initial distribution but failed 
to get repeat orders at the higher 
price. 

As far back as last May Mr. Mur- 
phy wrote his superior: 


Murphy Gives Views 

“Do people know what Pops really 
are? Has our advertising been above 
their heads? Have we been trying 
too many expensive stimulants and 
avoiding the real selling copy? 

“Pops have bran without the bran 
taste; Pops, especially Wheat Pops, 
must be chewed; they contain min- 
eral salts, constitute a balanced diet, 
have a taste appeal and a thousand 
uses in recipes. 

“The business man in a rush to 
get to work rushes down to break- 
fast expecting to gulp down his ce- 
real and coffee and grab the 8:15— 
but he can’t do it because he has to 
chew it first, if his wife has stocked 
Pops. 

“Is he going to be a lost customer, 
or has our advertising sold him on 
the idea of why he should chew 
Wheat Pops for health? If he knows 
why his wife changed to Pops, he 
will chew the food and like it—but 
does he? 

“To get people—whether by news- 
paper advertising, radio, comic 
strips, demonstrations or premiums 
—to try Pops without telling them 
in their own language what Pops 
are, will not bring repeat business 
in the measure the product deserves. 

“To a certain extent, it is like pass- 
ing out ten-dollar American gold 
pieces to natives of Indo-China. The 
value is there, but the recipients do 
not realize it. Afather or mother will 
buy Pops several times so that Willie 
can get Pop guns, but unless they 
realize the superiority of Pops, there 
is bound to be a halt in such buying. 

Asks New Approach 

“T feel we should disregard our 
past experience in advertising, for- 
get what every other cereal company 
is doing and give the public some 
reason-why copy without any Castles- 
in-Spain talk or fancy phrases.” 

Mr. Murphy also criticized the pol- 
icy of handing out promotions to 
new men instead of those who had 


(Continued on Page 10) 


KELLOGGS SNAPPED IN QUIET MOMENT 


= 


Here are W. K. Kellogg and his son, John L. admiring Jadaan, Arabian 
stallion, on Mr. Kellogg's California horse ranch. The picture was made 
shortly before the younger Kellogg's cereal venture. 


Chicago, Sept. 1.—Centennial Pop- 
ularity Campaign, Inc., has been 
formed here to enlist the youth of 
the country in a contest for free trips 
to the Century of Progress in 1933, 
with a manufacturer-dealer-news- 
paper hook-up. The contest begins 
Jan. 5, 1938 and runs for four 
months. 

Three thousand youngsters will 
receive free trips to the Century of 
Progress and $50,000 in gold for the 
greatest number of votes based on 
purchases. Special trains, starting 
from West and South, will make a 
triumphal trip to Chicago picking up 
prize winners along the road. The 
King or Queen of the Century of 
Progress will receive $10,000, second 
prize being $7,500 and third, $5,000. 

National advertisers are asked to 
pay from $5,000 to $15,000 to partici- 
pate, according to the nature of their 
products, Labels from their goods 
will count for votes, the number de- 
pending on the retail price. 

Retailers will pay an initial fee of 
$45, with a small additional sum for 
more than 8,000 World’s Fair Cou- 
pons. They will dispense these cer- 
tifieates under general rules laid 


Million Kids in Contest 


down by Centennial Popularity Cam- 
paign, Inc. 

Newspapers are being admitted 
free. They will be permitted to print 
coupons entitling readers to a certain 
number of free votes. They will also 
run special pages for participating 
merchants. 

Centennial Popularity Campaign 
will announce the start of the contest 
with a blast in newspapers through- 
out the country, supplemented by 
both radio chains. 

Kraft-Phenix Cheese Co., General 
Foods Corp., and others have signed 
up for the contest, which will start a 
million children telling their families 
and neighbors why they should buy 
certain brands to the exclusion of 
others. 

Theodore Regensteiner is president 
of Centennial Popularity Campaign, 
William H. Wood being vice-presi- 
dent and general manager. Buckley, 
Dement & Co. are in general charge, 
with Robert Herz as director. 

A Chicago bank will be designated 
as depository for all funds, the origi- 
nators of the campaign being pledged 
to spend 85 per cent of receipts for 
promotion, ; 


Last Minute News Flashes 


A. N. A. Fall Meeting In Atlantic City 


New York, Sept. 2.—The annual meeting of the Association of National Advertisers 
will be held at Atlantic City Nov. 16-18. The hotel has not been selected. 


SmithNew Swift Advertising Manager 
Chicago, Sept. 2.—W. E. Smith has been appointed advertising manager of Swift & | 


Co., coming from J. Walter Thompson Co. Mr. Smith was formerly vice-president of 


Alfred Decker & Cohn, and before that served Curtis Publishing Co. 


Rosengren Made Publisher of Opportunity 
Chicago, Sept. 2.—William R. Rosengren has been appointed publisher of OPPOR- 
TUNITY, magazine for salesmen, being succeeded as advertising manager by John K. 


Wilson. Mr. Rosengren continues as assistant business manager of PHOTOPLAY. 


Call Compositors Strike In Chicago 
Chicago, Sept. 2.—The typographical union replied to notice of a $1.10 wage scale 
for compositors by calling a strike in all union shops. 


Mayflower Refrigerator to Chicago A gency 
Dayton, O., Sept, 2.—Trupar Mfg. Co. has placed advertising of Mayflower Re- 
frigerator with Henri, Hurst & McDonald, Chicago. 


Million-Dollar Paint 
Campaign Starts Soon 


Sherwin-Williams and Allied 
Companies in Big 
Fall Drive 


Cleveland, O., Sept. 1.—Seeing 
“a paint market of huge propor- 
tions” in prospect, George A. Mar- 
tin, president of Sherwin-Williams 
Company, today set the wheels in 
motion for a hard-hitting fall ad- 
vertising campaign. 

In a flying visit to Chicago, Mr. 
Martin instructed Henri, Hurst & 
McDonald, the company’s agency, to 
launch a national newspaper and 
magazine campaign for the group of 
companies allied with Sherwin- 
Williams. This effort will be sup- 
plemented by dealer-manufacturer 
advertising through individual mem- 
bers of the Sherwin-Williams group, 
with their own agencies in charge. 

J. L. Lambin, vice-president of 
Henri, Hurst & McDonald, is direct- 
ing the national advertising. This 
will involve the expenditure of 
about $1,000,000 in more than 2,000 
newspapers, four general magazines, 
and a number of trade journals 
reaching dealers handling paint. 
The Saturday Evening Post, Col- 
lier’s, The Literary Digest and Time 
are on the magazine schedule thus 
far. 

While 41 large cities are on the 
newspaper list, the advertising will 
run in several hundred medium- 
sized centers. The first piece of copy 
will be signed by all of the partici- 
pating companies, including, besides 
Sherwin-Williams, Acme White Lead 
& Color Works, Detroit White Lead 
Works and Peninsular Paint & Var- 
nish Co., of Detroit; Lowe Bros. Co., 
Dayton, O.; John Lucas & Co., Phila- 
delphia; W. W. Lawrence & Co., 
Pittsburgh; Martin-Senour Co., Chi- 
cago, and Lincoln Paint & Color Co., 
Lincoln, Neb. In this advertisement, 
an optimistic statement by Mr. 
Martin will be featured. 

Separate Dealer Forces 

Despite the fact that all of these 
companies are related, they main- 
tain, for the most part, individual 
dealer organizations. In addition, 
Sherwin-Williams Company operates 
about 100 retail stores. About 17,000 
independent dealers will support the 
campaign. Preliminary work has 
been devoted to sessions at which 
dealers have been instructed how to’ 
cash in on the advertising. 

While Mr. Martin believes con- 
struction, after several years in the 
doldrums, is going to experience a 
marked revival, the immediate effort 
of the advertising will be to secure 
the renovation of existing buildings. 

“We estimate an avoidable loss of 
$200,000,000 can be prevented by 
giving the nation’s buildings proper 
eare this fall,” he said. “A crisis 
that has been approaching for sev- 
eral years will be reached this win-, 
ter. These structures have been ex- 
posed harmfully to the elements 
through neglect and postponement 
of needed work. Millions of dollars 
are needed in repairs and replace- 
ments.” 

Mr. Martin added that in one 
small town, a woman’s home was 
saved from foreclosure by a coat of 
new paint which led to a renewal of 
the loan on the house. The appre- 
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ADVERTISING AGE 


September 3, 1932 


ciation of property through proper 
care will be stressed in copy, he inti- 
mated. 

The Sherwin-Williams Company 
and its affiliates did a 1931 business 
of about $60,000,000, exclusive of 
$11,000,000 in Canada. 

The aggressiveness of the com- 
pany may cause other paint manu- 
facturers to resume advertising on a 
considerable scale. The paint in- 
dustry spent less than $1,000,000 in 
all mediums in 1931, it is said. 


Corning Gets Two 
Advertising of Maid-O-Best prod- 
ucts, St. Paul, has been placed with 
Corning, Inc., of that city. Business 
Papers and direct-mail will be used. 
Leamington Hotel, Minneapolis, has 
also appointed this agency. 


Barber Names McCord 

W. H. Barber Co., Minneapolis, 
northwest distributors for Tydol, 
Veedol and fuel oils, has placed its 
account with McCord Co., Minne- 
apolis. 


Release Drug Schedule 

Approximately 100 newspapers 
are on the fail schedule of Home 
Drug Co., Minneapolis, which was 
released Sept. 1 by Frizzell Adver- 
tising Agency, Minneapolis. 


Business Men 
Take Page for 
Tax Warning 


Kansas City, Mo., Sept. 1.—In- 
spired by the Kansas City Journal- 
Post's long campaign against mount- 
ing taxation, local property owners, 
realtors and business men used a 
full page in Sunday’s Journal-Post to 
warn the public that eternal vigi- 
lance is the price of liberty. 


The Jouwrnal-Post recently ran a 
series of articles from Washington 
showing the steady increase in Gov- 
ernment taxes and expenditures. A 
local business man suggested that 
the series be summarized in a page 
advertisement. 


Others became interested in the 
plan and offered to share the cost of 
the advertisement. The copy was 
run as “A warning to merchants, 
bankers, manufacturers, wholesal- 
ers and home owners.” 

It carried this explanation: 

“This page is sponsored and paid 
for by Kansas City property own- 
ers, realtors and business men who 
insist that the cost of government 
must come down.” 


ROTOGRAVURE T0 
CARRY INITIAL 
LOAN CAMPAIGN 


Chicago, Sept. 1.—In what is 
claimed to be the first rotogravure 
campaign in its field, Household Fi- 
nance Corporation will shortly add 
to its schedule a score of papers in 
the 12 states in which it has offices. 

Rotogravure, regarded as appeal- 
ing with special force to every type 
of reader, will be used to give local 
emphasis to the ethical and economic 
side of family financing 

Household Finance Corporation be- 
lieves such advertising will gain the 
good will of community leaders by 
increasing their knowledge of the 
company’s cash credit service. 

Many business men, club women, 
employers and others whose favor- 
able opinion is desirable know little 
about modern finance service, in the 


opinion of Mac Harlan, advertising 
manager. 
“These persons are frequently 


called on to give advice tp those with 
less experience,” explained Mr. Har- 


—now the Boardwalk! 


Atlantic City 


travel, exceeded 


Smoke afresh 


cigarette 


~ ame 


“Ss in the Humic 


AN the a 


conservatively estimated, 
000,000 people. 


material and labor costs. 


Executive 
Offices: 
Trenton, N. J. 


The number of visitors to 
Atlantic City indicates that 
1932 will exceed 1931, 
1931 (the lean year), by New 
Jersey State Highway Depart- 
ment tabulation of vehicles 
clocked going’to Atlantic City 
and the approximated railroad 
13,000,000 
people. Now that the major 
crisis is passed, the upward 
trend would indicate that At- 
lantic City will exceed in 1933, 


Order your display now, 
whether spectacular electric, 
super-illuminated poster pan- 
els or paint units and obtain 
benefits from present reduced 


Original designs, construc- 
tion plans and estimates 
furnished with obligation. 


with 


yet 


r Pack 


ee 
4 SeaREE 


Heenn Rane gmasmein 


15,- 


TheR (Maxwell Co, Atlantic City. 


its National Importance 


On the Boardwalk every 


CAMEL 


SHERWIN- 
WILLIAMS 


GULF 


and 8 other National Ad- 
vertisers averaging 8 years 


Day and Night 
Maxwell Service 


17 Years 


11 Years 
5 Years 


Atlantic City 
y Office & Shop 
Y 17S. NewYork Ave. 


lan. “We want to increase their 
knowledge of family fiuance com- 
panies as an institution and House- 
hold Finance Corporation in partic- 
ular.” 


Picture to Dominate 

The copy will average 600 lines, 
in which the illustration will domi- 
nate, showing, in some instances, a 
family which has been able to ban- 
ish care by concentrating its obliga- 
tions with Household Finance. 

The copy will say in part: 

“Is this activity about balancing 
budgets, adjusting expenses, wiping 
out deficits, to aid only government 
and commerce? 

“What about the family that, in 
the aggregate, is the nation? Sal- 
aries have been cut. Incomes have 
diminished. Debts have accumu- 
lated in spite of thriftiness that 
the average wage earner is having 
difficulty in liquidating. How can he 
reconstruct his finances? 

“Household, America’s foremost 
family finance organization, offers a 
plan. Families keeping house, with 
the ability to repay on a monthly 
schedule, may borrow $300 or less at 
any one of the 148 Household offices. 
Bills may be paid at once, while the 
small repayments enable the _ bor- 
rower to work out of debt.” 

The rotogravure schedule will be 
placed by the company’s agency, 
Charles Daniel Frey Company. 

Eddie Guest will return to the 
Household Finance Corporation’s 
NBC radio program Sept. 13 after a 
vacation. During his weekly appear- 
ances in May and June, the company 
offered copies of poems Guest recited, 
averaging 5,000 requests a week. 


Strand Joins Agency 
Charles Strand, formerly with 
Dyer-Enzinger Co., has joined Neis- 
ser-Meyerhoff, Milwaukee, as pro- 
duction manager. 


Dunlap Heads Committee 


Walter F. Dunlap, president, 
Klau-Van Pietersom-Dunlap  Asso- 
ciates, Milwaukee, has been named 
vice-chairman of the committee in 
charge of Wisconsin Products Week, 
Sept. 25-Oct. 1. Other members of 
the committee are H. S. Strouse, ad- 
vertising manager, Harnischfeger 
Corp., and Ross Coles, Ed. Schuster 
& Co., director of the Milwaukee Ad- 
vertising Club. 


Move McGraw-Hill Office 


Philadelphia offices of McGraw- 
Hill Publishing Company have been 
moved from 1600 Arch St. to Com- 
mercial Trust Bldg., 16 S. Broad St. 


U phelde Ronson Patents 


A decision holding that Ronson 
lighter patents were infringed has 
been rendered in the U. S. Court of 
Appeals in a case brought by Art 
Metal Works, Newark, N. J., against 
Abraham & Straus, Brooklyn. 


New ‘Associated ; 
Weekly’ Goes in 


Country Papers 


Toledo, O., Sept. 1—-The Associated 
Weekly will shortly make its ap- 
pearance as a new illustrated maga- 
zine section to be issued in conjunc- 
tion with weekly country newspa- 
pers. Publishers Press Company, 
of this city, is the originator, John 
F. Swalley being president and Ike 
Bell being advertising manager. 

The first issue will be distributed 
by about 50 small town weeklies in 
Northwest Ohio. It is planned to se- 
cure 100 papers in the Ohio unit. 
Michigan and Indiana will then be 
covered, the ultimate objective being 
a national medium. 

The magazine will consist of eight 
pages, seven columns, 12 ems. The 
Associated Weekly, as well as the 
name of the publication carrying the 
magazine, will be printed on the first 
pages of each copy and on the folio 
lines the name will be Our Own 
Magazine. 

A special promotion department is 
being organized to provide tie-ups 
between the national advertiser and 
local dealer, the former using the 
magazine, with the latter’s copy run- 
ning in the news section. 


Extend “White Rover” 
Dog Food Campaign 

Newspaper and radio advertising 
of White Rover dog food, product of 
Lomen Reindeer Co., Seattle, has 
been extended to Milwaukee, Kansas 
City, Duluth, Minn., and Superior, 
Wis., following introduction in the 
middle west. 

Greve Advertising Agency, St. 
Paul, is handling the campaign for 
Griggs, Cooper & Co., central states 
distributors. 


United Cigar Stores 
Asks Receivership 


A voluntary petition in bank- 
ruptcy has been filed by United 
Cigar Stores of America. Assets are 
listed at $8,431,634, and liabilities at 
$9,502,029. 

Heavy losses of its real estate de- 
partment are given as the reason for 
the petition. 


“Advertising For 
Banks” Is Published 


“Advertising for Banks,” by Don 
Knowlton, publicity manager, Union 
Trust Co., Cleveland, has just been 
published for Financial Advertisers 
Association by Rand, McNally & Co., 
Chicago. 

The book was written primarily 
for executives of smaller banks who 
are called upon to handle advertis- 
ing, but it also contains valuable in- 
formation for advertising executives 
of larger institutions. 
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ADVERTISING AGE 


No salesman who skimps on calls 

i #.. volume. You don’t get business 
without asking for it. And you don’t get 
volume if you don’t ask enough prospects. 

There are 1,157,677 families in Chi- 
cago and suburbs. This market is no 
more of a push-over than any other big 
one. Newspapers which only skirt the 
edge of buying power and don’t carry 
enough interest to sell themselves, don’t 
get these millions excited. IT TAKES 
COVERAGE TO GET ACTION. Only 
one Chicago newspaper has it. 

Fifty-five per cent of the families in 
Chicago and suburbs read the Tribune. 
36 per cent more than read any other 
Chicago newspaper! Duplication con- 
sidered, the Tribune reaches practically 
as many families in Chicago and suburbs 
as any two other Chicago newspapers 
combined. 

In 1917, fifteen years ago, when the 
sweeping changes in American ideas and 
habits began, the Tribune had 36 per 
cent coverage and was third in volume 
of daily city and suburban circulation. 

Today it is frst—with a gain of 53 per 
cent in density of coverage. Meanwhile, 
every other Chicago daily newspaper 


\ Percentages of coverage of families 
ot 9009 in Chicago and suburbs by daily 
“Oy newspapers in 1917 and in 1932 5 5 % 


IN 1917 


IN 1932 


“a35% 


IN 1932 


end 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS IN METROPOLITAN omenco | 
1917 1932 


a 


Families ..... 
os sg 


Number 
748,136 a 
270,810 36% 
American ... . 313,800 42% 
News ...... 428,746 57% 


Coverage Number Coverage 

1,157,677 owe 
634,778 55% 
467,648 40% 


404,917 35% 


: ’ ’ ’ ‘ 
2 ’ , 
; 5] ’ 
’ ’ 7 
Note: Circulations. are averages for six months’ periods ended March 31, and for city and suburban only, 


lost its standing in the community, 
merged or went out of business. 

Before a newspaper can sell goods for 
an advertiser zt ought to be able to sell itself. 
It hasn’t done that when it goes back 
while the population in its own com- 
munity increases by 409,541 families— 
55 per cent. 

When a newspaper trims, ignores the 
needs and interests of its community, 
cuts down on news, the public soon 
catches on. 

The Tribune doesn’t starve its news 
columns. It has not slashed its news ser- 
vice. It continues to send its trained re- 
porters with the Sox and Cubs when they 
play out of town games. It continues to 
maintain the best staff of correspondents 
in every foreign country of importance 


to readers. It continues to cover every 


major event in the fields of finance, poli- 


tics, or general news with specialists 
who are on the regular Tribune pay roll. 
It continues to print the news—/ully, 
accurately and interestingly written—that 
the public wants. 

Because the Tribune is constantly in- 
creasing the quality and quantity of its 
service to readers it is the most popular 
newspaper in Chicago and suburbs. It 
reaches more people in every level of 
family life of interest to advertisers than 
any other Chicago newspaper. 

If you don’t reach people, you don’t 
sell them. The Chicago newspaper which 
gets volume of sales for advertisers in 
this market is the one that got volume of 
circulation for itself. 


Ask about the new Tribune rates which enable adver- 
lisers to buy more space to get more sales in this market. 


hicago Uribune 


THE WORLD‘S GREATEST NEWSPAPER 
FIRST IN CIRCULATION— FIRST IN ADVERTISING — FIRST IN RESULTS 


Chicago Tribune Offices: Chicago, Tribune Tower. New York, 220 East 42nd Street. Atlanta, 1825 Rhodes- 
Haverty Bldg. Boston, 718 Chamber of Commerce Bldg. San Francisco, 820 Kohl Bldg. 
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The Race 


Two large manufacturers, with a 
fine record of numerous sales and 
advertising successes behind them, 
are preparing simultaneously to 
launch two new products, directly 
competitive, as it happens. There 
have been inklings of these conflict- 
ing plans, so that both companies are 
fairly well aware of the fact that 
their new babies will have a battle 
from the start. 

Because of this situation, some- 
thing of a race to get the goods to 
market has developed. Preparing the 
complete manufacturing, distribution 
and advertising program for a new 
product to be sold on a national scale 
is a large order, even though the 
manufacturer may be well estab- 
lished, with his present outlets well 
educated in handling and servicing 
the old line. 

It takes months to get every detail 
ironed-out, so that the merchandising 
machinery may function without a 
hitch, and those who are experienced 
in the game know best how difficult 
it is to rush matters. But in this par- 
ticular case both companies are so 
eager to get the jump on the competi- 
tion that they are crowding their 
schedules, and lopping off days and 
weeks wherever it seems practicable 
to do so, 

It is certain that most manufactur- 
ing companies of the country, and 
especially those which are going to 
be successful advertisers during the 
next few years, have new products 
from which they expect great things, 


Research for the 


Did you ever stop to think that 
the one thing which puts the small 
manufacturer on an even basis with 
his larger rival is research? 

It isn’t necessary for a company 
to have its own laboratories in order 
to do research. Some of the most 
effective commercial research is done 
by laboratories serving many clients. 
Worth while research projects can be 
developed without difficulty, if the 
manufacturer knows his product and 
its present market and uses. He can 
develop information that will help 
him and his customers, and may eas- 
ily show latent possibilities for his 
product far greater than any pre- 
viously suspected. 

Furthermore, intelligent research 
almost invariably has a social aspect 
—some by-product in the form of 
dividends that can be collected by the 
public, through better, more sanitary, 
more healthful or more economical 
products. More accurate control of 
materials, better methods of handling 
and packaging and worth-while new 
applications may be obtained through 
thorough-going research into the 
various problems represented by 
every group of products. 

Some of the exceptional successes 
which are being scored by small 
manufacturers today are based on 
reSearch, which is constantly open- 
ing new markets, suggesting im- 
provements in old products or the 


to Market 


and which they expect to market 
some time in the future. But it is not 
difficult to understand how competi- 
tive products may be developed in 
the meantime, and may be introduced 
to the market and given acceptance 
before the houses with similar ideas 
get around to the actual job of mar- 
ket development. 

It is easily possible to wait too 
long, to wait for conditions to get 
exactly right, while in the meantime 
some more alert competitor is taking 
advantage of the opportunity and is 
building his plans to capture the 
market. A stern chase is a long 
chase, and this is nowhere so true as 
in merchandising, and has no more 
definite application than to the new 
product given a long start with the 
help of advertising. 

The current up-turn in business 
may be regarded as an opportunity 
for companies with good new prod- 
ucts to get under way with the actual 
job of introduction, distribution and 
advertising. The present method of 
testing out markets, experimenting 
with packages, advertising appeals 
and sales methods, and building 
slowly and carefully a ground-work 
capable of supporting a national 
sales drive later, means that ample 
time should be given to get these 
fundamentals just right. 

Preliminary sales and advertising 
work now will bring new products 
along to a point where aggressive 
merchandising a little later on will 
be not only desirable but appropriate. 


Small Advertiser 


manufacture of new ones, and devel- 
oping new uses for goods which may 
have been confined to one field merely 
because their possibilities in others 
had not been fully investigated. 

The little company which is con- 
stantly carrying on studies of this 
kind is always a dangerous competi- 
tor. It has a grasp of its business 
which enables it to proceed confi- 
dently—and it is usually several laps 
ahead of the procession. By the time 
the field has caught up with what it 
is doing, it springs a few new ideas, 
and steps out in front again. 

And what an advantage the small 
advertiser has, equipped with the 
fruits of steady, carefully planned 
research! The results of every such 
effort furnish an almost unlimited 
supply of new and pungent copy 
material. Instead of depending on the 
imagination of the copywriter, or on 
the inspiration of clever advertising 
men, the manufacturer insures sound 
and effective merchandising appeals 
based on a study of the product and 
its proper uses. 


Large advertisers in most cases | 


have the benefit of well-equipped 
laboratories, and are constantly re- 
ceiving the results of research. But 
the small advertiser should remember 
that this powerful weapon is likewise 
at his hand, and that its proper use 
will surely make him a more success- 
full and assured user of advertising. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


426. First Choice Magazine. 


This booklet gives the results of 
a number of media tests conducted 
during the past 18 months by adver- 
tisers, agencies and _ individuals. 
Published by Time. 

427. Names—the Key to Sales. 

In view of the new attention be- 
ing given to direct mail as the result 
of the postage increase, this hard- 
bound booklet issued by Addresso- 
graph-Multigraph Corp., Cleveland, 
will command general interest. “It 
is the purpose of this book,” says the 
foreword, “to present a cross-section 
of the best thinking and most suc- 
cessful experiences in direct-by-mail 
advertising, especially on the subject 
of compiling, maintaining and use of 
mailing lists. It represents research 
into current practice “among both 
large and small concerns, in many 
lines of business. It contains valu- 
able information gathered from 
many sources, to provide a more in- 
timate knowledge of direct mail and 
how to use it.” 


371. Factors of Reader Interest in 


261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently 
worthy of study. Since the print 
order for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


414, Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


385. What Is 
ence? 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


This Banker Influ- 


striking and|. 


IMPRESSIONS OF MAGAZINE OFFICES—"TIME" 


— 


WORT STOCK 
oo-FYED ro, y 


—Life. 


Voice of the Advertiser 


Good-Bye, Pal 


To the Editor: They’ve got me, 
pal. They’ve reached my crowning 
glory. What if I am neat? . . Neat? 
Yes, but I may have Scalp Crust! 
Ah, fearsome thought. Toe to 
top I teem now with afflictions some- 
thin’ awful. I distress my friends— 
I hardly talk to myself—some of 
these days I probably ought to end 
it all. I hadn’t known. That 
haunted look in my eyes. . . The 
race speeds on, and copy cubicles 
seethe with underdone brainstorms 
as sleek young geniuses concoct new 
ills that flesh is heir to. Good old 
battle of the ailments, boon to too 
dreary days. . . Yet, thrall to dread 
diseases whose number mounts with 
every issue of newspaper and maga- 
zine, my friends and I, darn it all, 
feel pretty good. Expect we'll pull 
through, too, provided, of course, 
we don’t die laughing at some of the 
ads. _ 

C. RALPH BENNETT, 

Keelor & Stites Co., Cincinnati. 


Cost of Postage 


To the Editor: I have read with 
interest the thoughts of Mr. Herbert 
Lewis of The Reuben H. Donnelly 
Corp., relative to the postage in- 
crease. 

The statement of Mr. Lewis on a 
16%, percent raise is correct if we 
only consider the difference between 
two cents postage and three cents 
postage. 

However I believe that today the 
average large user of direct mail is 
comparing the cost and necessary re- 
sults of one cent postage versus three 
cents postage. 

The difference between one cent 
and three cents is 200 percent! 

If the cost of a mailing piece is 
four cents and the postage one cent, 
total five cents; or four cents and 
three cents postage, total 7 cents-— 
the difference in cost is 40 percent. 

If the cost of a mailing piece is 


three cents then the difference in 
cost between one cent postage and 
three cents postage on the whole 
mailing is 50 percent. 

If the cost of a mailing piece is 
two cents then the difference in cost 
between one cent postage and three 
cents postage on the whole mailing 
is 66%, percent. 

In recent tests we have used one 
cent postage, using two half-cent 
stamps on some pieces and using the 
printed indicia that doesn’t state 
amount of postage paid on other 
pieces and results have been equal 
to or slightly less than mailings with 
three cent postage—never anything 
near a 40 percent difference in re- 
sponse. 

We are convinced that the mail 
advertiser of today should spend 
more on the mailing piece and less 
on the postaze. 

Harry LATzZ, 
Pres., Harry Latz Service, New York. 


How to Combine 


Business, Pleasure 

To the Editor (and all other pros- 
pects): Next Sunday, in fact, almost 
any Sunday, you can find me at Cur- 
tis airport with my plane all ready 
to take you for a ride. 

The best time is around 7 o’clock 
in the evening, and I think this is 
the most convenient time for all of 
us, but, if you cannot make it at this 
time, just let me know and I will 
meet you at your convenience. 

Personally, I think that you would 
enjoy this ride in my cabin plane, 
which is air-cooled in the summer 
and heated in the winter, in fact, 
it is equipped with almost everything 
necessary for your comfort. 

I will be looking forward to seeing 
you one of these Sundays, real soon. 
I will meet you with my car if you 
will phone me. 

O. E. Pruitt, 
The Pruitt Co., Chicago 
(World’s largest rebuilders of 
office machinery). 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 


Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 
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ADVERTISING AGE 


Q steps 


behind this week’s 


and every week’s) ad 


PercivaL White notifies the 
field staff as to the city to be 
traveled to over the week 
end, for next week’s inter- 
views. 


FIELD supervisor, with help 
of local authorities, maps city 
into income zones; routes in- 
terviewers tomake about two- 
thirds of their calls in middle 
income groups, 1/6 upper, 1/6 
lower. (Proportion of circu- 
lation of each weekly discov- 
ered in each income group 

rovides new information on 
income placement of circula- 
tion.) 


Tue four permanent women 
interviewers (sometimes extra 
trained men and women from 
the White residential staff are 
added in large cities) in staff 
cars bearing 50 copies of each 
of 3 weeklies among them, 
scatter each morning to con- 
venient starting points: go 
from door to door, one house 
after another. Since half the 
interviews must be with men, 
some go to offices to make up 
for deficit of men at home. 


Procepure of interview : In- 
terviewer rings bell. Displays 
3 magazines in as equal promi- 
nence as possible—varies dis- 
play with each interview to 
te each magazine an even 


teak. Says: ‘‘I'm selling 
nothing. I’m from a group of 
editors and advertisers who 
want to find out what people 
like to read. Have you one 


of these current issues 2”’ If the 
answer is ‘‘No’’, there is no 
interview. If ‘**Yes’’, the ques- 
tion is asked: ‘‘Have you 
opened it?’ ‘‘No!’’, no in- 
interview. If, ‘‘Yes!’’ the 
interviewer opens to the sec- 
ond cover (every other inter- 
view starts with 4th cover 
to cancel any variation in re- 
sults) then turns each succeed- 
ing page and asks: ‘“‘Do you 
remember seeing this ad (or 
editorial feature)? Did you 
read it?’’ ‘‘Yes’’ or “‘No”’. 
Page after page without any 
change in question or empha- 
sis. If reader shows any signs 
of hesitancy indicating possi- 
bility of not having really 
read or deliberately misrepre- 
senting, interview is not 
counted. Genuine reader is 
easily ascertainable through 
prompt responses. Interviewer 
checks each page with crayon 
for ‘*Yes’’ or ‘‘No”’ as re- 
membered or read. At con- 
clusion of interview magazine 
is placed in car. Fresh maga- 
zine taken for each new in- 
terview. 


S MON. THURS. AUGUST 


SUPERVISOR constantly drops 
in on investigators, making 
calls with them to check tech- 
nique and insure required cov- 
erage of all districts. Also 
makes test return calls to 
check validity of interviews. 


ConcLusION of each day's 
work is the tabulation of 


recordings from individual 
magazines on cumulative sum- 
mary sheet. 


NEAakrLy every weekaresearch 
expert from a leading adver- 
tiser or agency spends time in 
the field observing interviews 
and tabulation. Their purpose 
is (1) to study at first hand the 
practicability of this new 
method of measuring reader 
interest for use by their own 
organizations and (2) to assure 
themselves as to the sincerity 
of the work and the validit 

of findings as they might mf 
fectthe copy writing and 
space buying policies of their 
own organizations. These 


companies come into the field 
of their own initiative and 
at their own expense. 


Fina tabulations of reader 
interest for individual ads and 
stories are completed and air- 
mailed to Liberty Research 
Department in New York. 


Linerty research staff classi- 
fies the ad and editoria! ratings 
by magazines and prepares a 
report showing average of ad 
ratings and elheridl ratings 
for each magazine. Also a 
report on “‘highest rated ads”’ 
among all magazines. High 
spot figures are sent by messen- 
ger to Printers’ Ink and wired 
to Advertising Age in Chicago 
for inclusion in this advertise- 
ment appearing afew dayslater 


Write Us Your Questions 


Weare preparing a booklet entitled, “Questions 
and Answers about the Gallup and White Reader 
Interest Surveys”. We would like to include any 
questions that you might like to ask. Address 


Liberty Research Dept., 420 Lexington Ave., NewYork City 


\. 


LUCKY 
It's toasted STRIKE) 


Advertiser: Lucky Strike 
Lord & Thomas 
Space: Back Cover 
Attention Value: 55% better 
than average page 


COME UP 
SMILING 


Advertiser: Big Ben 


Agency: Batten, Barton, 
Durstine & Osborn 
Space: Black &White Page 


Attention Value: 47% better 


Advertiser: Old Dutch Cleanser 


Agency: Roche, Williams & 
Cunnyngham 
Space: Back Cover 


Attention Value: 51% better 
than average page 


Daw't rik sudden bhawenty treakerea, thidks 
werinns assideuts... be SAPE with Generale 


* GENERAL w= AA 


Advertiser: General Tires 


Agency: D'Arcy Advertising 
Co. 

Space: 4-Color Page 

Attention Value: 43% better 


than average page than average page 


Advertiser: Goodyear Tires 

Agency: Erwin, Wasey & Co. 

Space: Center Spread 

Attention Value: 39% better than average page 


Advertiser: Chesterfield 

Agency: | Newell-Emmett Co, 

Space: Back Cover 

Attention Value: 31% better than 
average page 


Average Page Advertisement in Liberty 
Per Cent of Extra Projection of 
Persons Noting Extra Volume of 
Persons Noting 


Weekly Weekly 


63% 800,679 


48% 247,236 
(Average of White surveys) 


Average Fiction Story in Liberty 
Per Cent of Extra Projection of 
Persons Reading Extra Volume of 
Persons Reading 
Over Over Over 
Second hi Second Third 
We Weekly Weekly Weekly 
This Week 
(Aug. 20 
issues) 1% 39% 
16 weeks 
todate 5% | 31% 
(Average of White surveys) 


Average Feature Article in Liberty 


Projection of 
Extra Volume of 
Persons Reading 


Over Over 
Third 
Weekly 


321,587 
229,315 


47,671 
112,932 


217,117 
84,450 


Per Cent of Extra 
Persons Reading 


Second 

Weekly 

This Week 
(Aug. 20 
issues 106% 
% 77% 705,334 

(Average of White surveys) 


1,328,798 


916,619 
$12,517 


oy 
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ADVERTISING AGE 


September 3, 1932 


MITCHELL HEINEMANN 
General Sales Manager 
Jantzen Knitting Mills 


Mr. Heinemann says: 


“We Consider Poster 
Advertising Indispen- 


sable to the Success 
of Our Advertising 
Campaign’ 


“In every city where we have used poster 
advertising we have enjoyed increased 
sales and maximum dealer cooperation. 


The cost, too, is a considerable factor in 
oar calculations and we believe that the 
cost of poster advertising is among the 
outstanding advertising values of today.” 


Mr. Heinemann, in making these remarks, 
voices the experiences of the many who 
have found that Poster Advertising low- 
ers marketing costs as well as produces 
business. 


Consider his remarks concerning dealer 
cooperation, secured where posting is 
used. The necessity of dealer coopera- 
tion is essential. Posters will secure for 
you the same dealer cooperation that 
they have for the Jantzen Knitting Mills. 


On the Pacific Coast, particularly, Out- 
door Advertising produces maximum 
results, for its residents as well as hundreds 
of thousands of tourists are out-of-doors 
the greater part of the time. 


Investigate the Outdoor Advertising 
facilities of Foster and Kleiser Company 
in 615 cities and towns in California, 


Oregon, Washington and Arizona. 


COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 
Washington, Oregon and Arizona 


Offices in New York and Chicago 


MAJESTIC RADIO REFRIGERATOR SALESMEN GO TO SCHOOL 


ey ea a 


MORE HELP FOR 
BETTER DEALERS 
MAJESTIC PLAN 


Chicago, Sept. 1—Fewer and bet- 
ter dealers is the keynote stressed 
by Grigsby-Grunow Co., Chicago, in 
current meetings of distributors and 
dealers in refrigerators and radios. 

The “master dealer plan of selec- 
tive selling,” outlined at these 
gatherings, embraces the selection 
by each refrigerator distributor of a 


key dealer in every important trad- | 


ing center. The appointment will be 
influenced by aggressiveness, store 
location and set-up, demonstrated 
ability and the dealer’s agreement 
to build an organization which will 
sell a stipulated number of refrigera- 
tors regularly during the winter. 


The Master Dealer Plan Book is 
one of the keys to this policy. It 
gives dealers and their salesmen the 
complete formula for selling. The 
Manual of Procedure for Distribu- 
tors’ Salesmen details every step in 
the education of refrigerator dealers. 

The Retail Salesman’s Manual is 
the last piece in the series. It takes 
the retail salesmen through every 
stage of the sale. 


Equally intensive is the training 
of Majestic radio dealers and dis- 
tributors. Each of the latter has 
been provided with a detailed anal- 
ysis of radio ownership in his terri- 
tory through two maps. 

Maps Show Possibilities 

The first identifies, by colors, the 
various degrees of saturation, en- 
abling him to know at a glance the 
areas which promise a big replace- 
ment market and those where initial 
purchases will be made. 


The second divides the distribu- 
tor’s territory into classifications on 
the basis of buying power, showing 
him where he can concentrate his 
efforts for quick results with least 
sales expense; where a more diffused 
effort in secondary territory will pro- 
duce a certain volume; and where 
his only chance for volume is in 
mass representation, with a Majestic 
radio dealer in every hamlet and 
village. 


For radio dealers, a special cam- 
paign for the last 18 weeks of the 
year has been provided. It hinges 
on a contest which each dealer will 
conduct in his own neighborhood to 
locate the oldest radio. In addition 
to local prizes, the factory is offer- 
ing $2,000 in gold to the national 
winners. 


Increased trade-in allowances are 
a salient part of the contest, stimu- 
lating the interest of owners of old 
radios. 

E. L. Hadley is advertising man- 
ager for Grigsby-Grunow. 


Charles Miller Returns 
to Newspaper Work 


Charles Miller, formerly with 
Rhodes Burford Co., retail furniture 
chain, and at one time president of 
National Association of Newspaper 
Executives, has returned to newspa- 
per work as assistant general man- 
ager of Lowisville Herald Post. 

He was business manager of the 
old Louisville Herald and sales pro- 
motion manager for National Retail 
Dry Goods Assn. 


Akeley Appoints Tracy 

Advertising of Akeley Camera, 
Inc., New York, has been placed with 
W. I. Tracy, Inc., of that city. 


Blink Made General 


Manager of Universal 
Milton M. Blink, former radio man- 
ager, Dyer-Enzinger, and more re- 
cently with United States Advertis- 
ing Corp., has been appointed gen- 
eral manager of Universal Radio Pro- 
ductions, Chicago. 
The radio division of Universal Re- 
cording Laboratories has been taken 
over by this company. 


Mennen Co. Markets 
New Brushless Shave 


Mennen Company has introduced a 
new shaving cream for use without 
a brush, known as Mennen Brushless 
Shave. 

Newspaper copy is introducing the 
new product. 


Mahan Joins S. O. S. 


Dwight H. Mahan, who recently re- 
signed as sales manager of Kellogg 
Co., Battle Creek, Mich., has accepted 
a similar position with S. O. S. Com- 
pany, Chicago, S. O. S. scouring pads. 


Seehof & Hoops 


Dissolve Partnership 


Jerome F. Seehof and Walter W. 
Hoops have discontinued their asso- 
ciation as Seehof & Hoops, Chicago 
agency. 

Mr. Seehof will continue as Heath- 
Seehof, Inc., his former style. Mr. 
Hoops has not announced his plans. 


Stutz Motor Will 
Make Light Trucks 


Stutz Motor Car Company has 
purchased Pak-Age-Car light delivery 
truck line from Mechanical Mfg. Co., 
and will manufacture light trucks. 

Immediate expansion of the fac- 
tory is planned. 


CHICAGO MODELS 
JOIN THE UNION 


Chicago, Sept. 1—Artists and 
Models’ Union has been formed here 
as Lecal No. 18,210 of American 
Federation of Labor. 

The charter for the new local is 
the first of the kind granted by the 
A. F. of L. and opens up many new 
possibilities. 

The new union has about 40 mem- 
bers, including fashion models as 
well as the kind who pose for ar- 
tists. The latter have made “heated 
studios” the chief plank in their 
platform. Standard pay, with extra 
for overtime, is one of the objectives 
of the fashion models. 

Temporary officers have been 
elected and quarters taken in the 
Morrison Hotel. 


Try Out Three 
Dimensions in 


Car Card Copy 


Chicago, Sept. 1—An attempt to 
secure three-dimension advertising 
in car cards without materially af- 
fecting the cost of production or in- 
stallation is being made by College 
Inn Food Products Co., canned foods. 

Working with the creative depart- 
ment of Chicago Elevated Advertis- 
ing Co., Ernest Byfield, president, 
and R. H. Eliel, advertising manager 
of the company, devised a one-piece 
card which is arranged so that a 
picture of the College Inn can bulge 
from the car card when it is in- 
stalled. 

Designed to fit the regular 24-inch 
space in “L” cars, the cards are 
made 27 inches, and die-cut in such 
a manner that a large picture of the 
can in the center stands away from 
the remainder of the card. 

Installation is simple. A one-color 
background is put into position first, 
and when the 27-inch card is put 
into place its extra length causes it 
to “belly out,” giving the picture of 
the can a rounded front. 

Production costs are approxi- 
mately the same as for the average 
flat colored card, and no _ extra 
charge is made for installation. 


Ramsey Gets Two 


Buddy “L” Co., East Moline, IIl., 
toys, and Tenex Laboratories, Cedar 
Rapids, Ia., have placed their ac- 
counts with L. W. Ramsey Co., Chi- 
cago and Davenport, Ia. 
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ADVERTISING AGE 


I. 


This advertisement is an open letter 
to FOOD ADVERTISERS—and open to 


other advertisers, too. - 


On the importance 
of Roman candles 
when in Rome 


we see strange sights in New York. 
There was the eminent Swedish lecturer who landed in 
July with a fur overcoat and half-inch underwear. And 
the fellow from Florida who arrived in February with a 
full wardrobe of seersucker suits. And the cautious caballero 
from Lower California who insisted on toting both guns 
in the subway. Often the stranger in our midst makes 
himself conspicuous, if not ridiculous, by clinging to cus- 
toms and habits prevailing in the place of his late residence, 
but not apropos to the metropolitan scene. If the stranger 
is smart, he usually looks around a little, conforms to the 
local color, sinks into the metropolitan scene and gets 
along swell. 


Some food product manufacturers entering this 
market have acted similarly. They follow routines that 
work elsewhere but flop here. They rely on exclusive jobber 
representation—from the wrong jobber. They try for big 
unit orders in the split-case sections. They offer gallon sizes 
where pints are popular. They high-spot and miss impor- 
tant parts of the market. They limit outlets and lose sales. 
And in the belief that they cover the market, they often use 
inadequate advertising in inadequate papers. 

The smart merchandiser, however, like the successful 
politician, checks local conditions, accounts for local tastes 
and customs. He gives the peepul what they want, and 
people give him what he wants. He discovers, for instance, 
that New York likes its coffee strong. While Sturgeon Bay, 
Wis., prefers green tea (if our memory serves), Gotham 
goes for orange pekoe. Boston asks for brown eggs, New 
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York wants butter sweet. And some cities prefer evening 
papers, but New York is a morning paper town! 


PreFERENCES make newspapers as well as food 
sales! Fifteen years ago, evening papers had 700,000 more 
circulation than morning. Today, New York is reading 
$00,000 fewer evening papers—and the total of morning 
circulations about doubles the evening total. In other 
words, New York likes morning papers twice as much! If 
you want your advertising to be most effective, give it to 
New Yorkers in the media they prefer. The evening paper 


_ list may be the best and only buy elsewhere; but in New 


York, it is neither only nor best! 

On this page is a simple chart that shows the fifteen 
year change in New York’s newspaper preference. The 
News, started in 1919, is in large part responsible for this 
change, represents most of the morning newspaper gain. 
Because The News is the most popular paper in New York, 
with a daily circulation in excess of 1,390,000 copies! 

The News alone reaches a majority of New York City 
families—reaches as many as the three largest evening papers 
combined, and at $1.00 per agate line less! The News alone 
reaches most of the customers of the 17,000 grocery outlets 
in New York City. The News alone reaches more women 
than any other newspaper in America! 

And The News alone gives advertising a presentation 
that ensures more readers and more reading—at a lower 
cost per reader, per milline, arid per result. 


FirTEEn year old space buying habits do not fit 
New York today. Unless The News is getting the major 
portion of your New York appropriation, you aren’t getting 
major value for the money you spend! And this is no time 
to get less for your money! 


220 EAST 42nd STREET, NEW YORK 
Kohl Building, San Francisco + Tribune Tower, Chicago 


There's 
an old 

@ FISH STORY 
that goes: 
“The 

@ FISH 
and not 
the 

@ FISHERMAN 
decide 
whether the 

e BAIT 
is good!” 
Likewise 

@ PUBLIC 
preference 
makes the 

@ MEDIUM— 
the advertiser 
only 

@ CONFIRMS 
the preference! 
“Give the 

@ PEEPUL 
what 
they 

@ WANT!” 
isa 
reliable 

@ RECIPE 
for 
getting 

@ VOLUME 
sales 
of 

@ GROCERIES 
as well 
as votes! 
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Tom Bohan Goes to 
“Chicago Daily News” 


Tom Bohan, who has been in the 
Chicago advertising department of 
Scripps-Howard Newspapers, has 
been appointed national advertising 
director of Chicago Daily News, ef- 
fective Sept. 6. 

Mr. Bohan, formerly western ad- 
vertising manager, New York World, 
succeeds H. G. Schuster, resigned. 


Start “Railroad News” 


Railroad News, for railroad and 
express employes, has been started 
at Spartansburg, S. C. Lee Fant is 
advertising manager and L. D. Bray 
editor. 


“Holland’s,” “Farm and 


Ranch” Reduce Rates|Q ADVERTISERS 


Advertising rates 


announced. Circulation 


is 350,000. 


Rates on Farm and Ranch, a com- 
panion paper, will be reduced 8 per 
cent effective with the Nov. 1 issue. 
at 


Circulation guarantee remains 
175,000. 


James G. Herr Dies 


of Holland's 
Magazine, Dallas, Tex., will be re- 
duced 20 per cent effective with the 
December issue, the publishers have 
guarantee 


COME UNDER BAN 
OF COMMISSION 


Washington, D. C., Sept. 1—The 
Federal Trade Commission concluded 
a busy summer by announcing stipu- 


James Guthrie Herr, 36, president | !4tion proceedings against advertis- 
of Herr Advertising Agency, Minne-| ers of stogies, grave vaults, dress 


apolis, died suddenly Aug. 29. 


fabrics, cosmetics, canned tomato 


Copyright, 1932, The Chieage Daily News, Inc. 
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How Fast Can a Lost Dog Run? 


After all, advertising is just common 
sense. The idea is to get results—just as 
surely, quickly and cheaply as possible. 
Take a simple example: suppose you've 
lost your dog! Obviously, you want to 
find him. And obviously you can’t find 
him where he “ain’t.” 


. 4 ¢F 


So you look at your watch and you figure 
out about how long he’s been gone; and 
you at least make an effort to advertise 
for him inside the running radius of a 
lost dog. There’s no use advertising for 
a Chicago dog in Waterloo, Iowa, be- 
cause even though he ran all night in 
high and made no stops, he couldn’t pos- 
sibly get that far away. 


es ¢ ¢ 
Now, this is not just a dog story; it is 


the beginning and the end of all good ad- 
vertising. “One job at a time, and that 


worl <a 


done well, is the only sensible way to 
sell.” To find your lost dog or your lost 
market, use just common mathematics 
and common sense. It’s got to be within 
certain definite limitations—within the 
natural running radius of a lost dog, so 
to speak, and you lose both your dog and 
your money if you advertise for him 
where he “ain’t.” 
. 2 £ 


The Chicago market, make no mistake 
about it, stays right in Chicago and Chi- 
cago Suburbs—no place else. And we 
say this with due deference to Waterloo, 
Iowa, and Kokomo, Indiana. As a mat- 
ter of fact, such towns are worthy 
markets in their own right with their 
own trading habits, their own newspapers 
and their own interests. The Chicago 
Daily News’ circulation is concentrated 
96% inside the 40-mile Chicago trading 
area—none of it goes into SCATTER- 
VILLE. Hence its superior effectiveness. 


THE CHICAGO DAILY NEWS 


CONCENTRATED QUALITY 


National Advertising Representatives: 


QUANTITY 


EVENING CIRCULATION 


GEORGE A. McDEVITT CO. 


250 Park Ave., NEW YORK 


CHICAGO 
Palmelive Building 


DETROIT 
New Center Bldg. 


PHILADELPHIA 
Record Bldg. 


SAN FRANCISCO 
Monadnock Bldg. 


} Outdoor Life......... 


Financial Advertising Offices 
NEW YORK CHICAGO 
165 Broadway 29 S. LaSalle Street 


General 1931 1932 
American Golfer.....  ....- 7,708 
American Home...... 8,314 *9,142 
Arts & Decoration... 19,404 6,059 
Better Homes & Gar- 

SE cadounsenseese 12,644 7,818 
Burroughs Clearing 

i -ceseesonrioe 7,662 5,301 
Country Life......... 28,410 *%19,257 
Field & Stream....... 10,281 7,077 
a et 15,800 
Fur-Fish-Game ......  «.++. 5,238 
Home & Field........ 8,344 4,149 
House & Garden..... 28,400 12,037 


House Beautiful..... 
Hunter-Trader- 


11,903 6,620 


TOORDOP .occcscceccs 7,988 3,448 
Hunting & Fishing.. 5,192 3,978 
Modern Mechanics... 10,925 9,139 
National Geographic. 4,368 3,255 
National Sportsman.. 7,673 6,137 
Nation’s Business.... 22,417 9,861 


6,664 4,924 


AUGUST ADVERTISING IN MAGAZINES 


Popular Mechanics... 15,602 10,024 
Popular Science...... 9,591 4,650 
Scientific American... 2,823 2,793 
Sports Affeld......2.+5 cesses 6,623 
Sportsman ....60.--> 19,596 8,941 
BO ccccrevessoees ss 31,259 15,246 
WEE cick eeeecet aed” Rewee 4,094 
Vanity Pale. oc cccccee 19,491 9,412 
Total Group ....... 298,951 208,731 
Mail Order 
oN POP TRUC TET TC 2,270 3,344 
Wiame Cigale. ..ccisicc sevens 1,485 
Home Friend......... 2,930 2,078 
Illustrated Mechanics ..... 1,687 
BROOGD oscccassscceses 2,367 1,456 
Sovereign Visitor.... 1,530 622 
Total Group........ 9,097 10,672 


*August and September issues are 
combined. 


—The Advertising Record Company. 


paste and yarn products. Certain 
practices are to be discontinued un- 
der the stipulations. 

The corporation manufacturing sto- 
gies agreed to cease using “Navana” 
on labels in ways which might con- 
fuse buyers into believing the prod- 
ucts to be made of the tobacco grown 
on the Island of Cuba and known 
commercially as “Havana tobacco.” 
The company also agreed to use no 
other word simulating the word Ha- 
vana as a trade brand. 

Exaggerated statements not war- 
ranted by facts concerning the dura- 
bility underground of its products, 
will be discontinued by the corpora- 
tion manufacturing metallic grave 
vaults. 

Statements tending to mislead pur- 
chasers into believing the products 
will last 50 years or more, under- 
ground, when this is not true, and 
advertisements to the effect that such 
products are guaranteed for a half 
century against the admission of wa- 
ter or the effects of corrosion, when 
these are not the facts, will he dis- 
continued. 

The word “importing” will no 
longer be a part of the corporate 
name of the corporation distributing 
dress fabrics, when the company does 
not import the products it sells, ac- 
cording to Stipulation 911. 


Can’t Show Building 

Other representations to be discon- 
tinued are: Use of the picture of a 
building in its advertising so as to 
tend to deceive buyers into believing 
that it owns or occupies the entire 
buildings; use of the words “Silk- 
ette,” “Silk,” “Supersilk,” “Silk Ben- 
galine,” “Crepe,” “Pongee,” or “Taf- 
feta,” tending to represent errone- 
ously that the products so designated 
are made of silk, the product of the 
cocoon of the silkworm; and use in 
advertising of the words “English 
Broadcloth” so as to imply that the 
cloth from which the shirts so de- 
scribed were cut, was imported from 
England, or that it is that product 
generally known as “broadcloth,” 
when such is not the fact. 

Stipulation 912 shows that copart- 
ners distributing cosmetics agreed to 
stop use on labels of “Paris” either 
independently or in conjunction with 
“Gamine de,” or with other words, so 
as to imply erroneously that the cos- 
metics are made or compounded in 
Paris or are of French origin and 
imported into the United States. 

Purchasers of a canned tomato 
paste will no longer read in advertis- 
ing of or on the labels attached to 
products of certain commission mer- 
chants. statements which represent 
or suggest, contrary to fact, that the 
contents of the package to which 
such labels are affixed consist of paste 
made from the Italian plum-shaped 
tomato. 

A corporation distributing yarn 
products agreed to cease use as a 
label the words “Wool-o-Silk” in 
ways to encourage the belief that its 
products are composed wholly of 
wool and silk, each in substantial 
quantity, when this is not true. 


Piggly Wiggly Corp. 


Piggly Wiggly Corp., from National 
Tea Co., Chicago, and two subsidiary 
organizations, in a suit alleging 
breach of contract and infringement 
of patents through the use of Piggly 
Wiggly patented store inventions. 
Piggly Wiggly Corporation is 


Co., Cincinnati. 


Sues National Tea 
Damages of $1,135,000 are asked by 


owned by Kroger Grocery & Baking 


1,224,995 CANT 
SPEAK ENGLISH 


Washington, D. C., Sept. 1—No 
less than 1,224,995 foreign-born in- 
habitants of the United States are 
unable to speak English, according 
to statistics compiled by the Depart- 
ment of Commerce. This is 8.7 per 
cent of the total foreign-born popula- 
tion of 14,025,800. 

Florida has the highest percentage, 
13.5, of white foreign-born unable to 
speak English, while Georgia has the 
smallest, 1.7. Numerically, New York 
State is in the lead with 230,380 for- 
eign-born whites unable to speak-Eng- 
lish and South Carolina is at the bot- 
tom of the list with only 121. 

By geographic divisions, New Eng- 
land has the highest percentage of 
this class, with 7.7. The Middle At- 
lantic district has 395,540 such per- 
sons. 


Douglas to O’Keefe 
W. L. Douglas Shoe Co., Brockton, 
Mass., has placed its account with P. 
F. O’Keefe Advertising Agency, Bos- 
ton. 


- OK... 


may mean there are no 


typographical errors in 
your copy. But you need 
more than that—the 
honest care of an or- 
ganization that knows 
..-like Pittsford’s... how 
to get more than just 
your share of the read- 
er’s attention..... sound 
typography expressing 
a sound idea. 
e 


BenC.PititsfordCo. 


Advertising 
Typographers 
605 South Clark Street s Chicago 
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September 3, 1932 


ADVERTISING AGE 9 


THE NEW McCALL’S 


Establishing a Basic Improvement 


in Women’s Magazine Publishing 


combining a proven editorial appeal with a basic merchandising Principle ! 


he women’s magazines of America have performed an inestimable 
service to women and to the nation. 
To be of such service the editors of these magazines had of necessity to develop 
an intimate knowledge of women’s problems and needs. They have recognized 
that as man is the producer and bread winner so woman is the consumer and 
family purchasing agent. In short, they have recognized that living is consuming 
and as such have labored in educating their readers to be better consumers. 

Because of this editorial background, many advertisers have found the 
women’s magazines their most responsive advertising media. 

The years of magazine development have marked the transition from 
the original magazines of so called standard makeup with a complete separa- 
tion between editorial and advertising through the steps of opening up the 
advertising section by introducing runovers and later by starting feature articles 
in the back of the book. Each of these developments being designed to make 
magazines more useful to their readers and advertisers. 

But still women’s magazines have not fully realized their greatest possi- 
bilities for service. It has remained for McCall’s to introduce the next logical 
step which at last makes possible the ultimate in service and usefulness of a 
women’s magazine to its readers and to its advertisers. 

All during this period of growth—of editing a magazine always a little 
better—of gearing it always a little closer to the needs of its readers—McCall’s 
has been constantly searching for the NEW IDEA. 

In this search for the new idea, McCall’s established one very definite and 
fundamental fact, namely —that women have an interest in advertising closely 
approaching their interest in the magazine’s editorial content. 

And that—as magazines improved editorially and as advertising im- 
proved in attractiveness and usefulness to the readers so each was tending to 
divert interest from the other rather than lending their combined strengths 
toward intensifying interest in each other. 

It was obvious therefore that neither the magazine nor the advertis- 
ing could hope to realize their full measure of effectiveness until editorial 
was correlated with editorial and advertising with advertising and each with 
the other. 

This fact finds confirmation in a basic selling principle. 

A principle as true for the editor in selling his magazine to his readers 
as it is true for the advertiser or the department, drug or grocery store selling 


to its women customers. Namely, that — 


WOMEN THINK IN RELATED TERMS, AND THE SUREST AND QUICKEST WAY 
OF MOVING TO ACTION IS TO FOSTER AND CAPITALIZE A KNOWN INTEREST. 


Successful department stores recognize this principle, and capitalize it in their 
business, as witness the growth of ensemble selling. Nystrom in his “Economics 


of Retailing” states it as follows: 


‘The arrangement of the store is often the factor that makes or breaks 
success. The merchandise must be arranged in groups that permit of 
making a sale of more than ne item. Goods that go together in 


actual use are therefore generally grouped together.” 


Successful selling is built on capitalizing a mood or an interest, and to the 
degree this is done, to that degree is the sale made or lost. 

Expand the interest—surround the prospect with related items and the 
sale is made. Change the interest — alter the mood and the sale may be lost. 

The new McCall’s is as different from the old women’s magazines as the 
modern department store is from the old general store. 

McCall’s established editorial policy catering to women’s known interests— 
1. of fiction and news —2. of the home and related subjects—3. of personal appear- 
ance—upon which McCall success has been built, has not been altered. 

The merchandise is the same, but better and more attractively displayed, 
with the store re-arranged for the convenience of the customer and to make it 
possible to sell more goods by bringing together all related editorial matter 
and advertising under these three basic interests of women. 

All that a woman wants from her magazine can be put under one of 
these heads. 

If it was logical to group all women’s interests in one magazine (and 
the history of women’s magazines proves it was) then the next logical step was 
to re-arrange and group these interests within the magazine in conformity with 
the proven merchandising principle of related thought and related interests. 

And that is what McCall’s has done. 

Now all related subjects are grouped together under these three main 


interests — 


1. NEWS AND FICTION. 
outside interests—the Romance of Life—is grouped together. 
2. HOMEMAKING. Everything about the home (Foods—House- 
hold Management—Diet—Child Health—Entertainment—Decora- 


Everything about recreation and 


tion) form another grouping behind its own specially designed 
STYLE AND BEAUTY. Everything about 


personal appearance (Fashions — Cosmetics — Accessories) form 


cover. 3. 


still a third grouping behind its own specially designed cover. 


IN THE NEW MCcCALL’S, INTEREST 1S ALWAYS TOWARD-——NOT AWAY FROM——YOUR PRODUCT! 
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To Advertise Cosmetics 

Newspapers and trade _ papers 
throughout Canada will be used by 
La Crelita Beauticians, Ltd., Van- 
couver, B. C., beauty products, in a 
fall campaign. 


Women Dine Veterans 
_ A group of 25 disabled veterans 
from U. S. Naval Hospital, Philadel- 
phia, was the guest of Philadelphia 
Club of Advertising Women on an 
outing to Swarthmore, Pa., Aug. 27. 


Issues Color Guide 


With introduction of a new line 
of crepe paper for display use in 48 
colors, Dennison Mfg. Co., Framing- 
ham, Mass., has published a refer- 
ence color guide which it is distrib- 
uting free. 


Scott Appoints Agency 

Advertising of E. H. Scott Radio 
Laboratories, Chicago, has again 
been placed with Kirtland-Engel Co., 
Chicago. General and class publica- 
tions will be used. 


Platzer Directs Sales 
G. E. Platzer, formerly in charge 
of dynamometer sales, General Elec- 
tric Co., Schenectady, has been ap- 
pointed sales manager of Holley 
Carburetor Co., Detroit. 


DeVaux Advances Krohn 


With the transfer of the sales de- 
partment of Continental - DeVaux 
Company from Grand Rapids to De- 
troit, Henry Krohn has succeeded R. 
H. Mulch as general sales manager. 


Merge Patent Rights 

Cluett, Peabody & Company and Wil- 
son Bros., have merged their patent 
interests on featured construction of 
men’s underdrawers, and will jointly 
protect these patents against in- 
fringement. Garments manufactured 
by either company will carry both 
patent numbers. 


Appoints Towell 
Arthur Towell, Inc., Madison, Wis., 
has been appointed to handle adver- 
tising of Baron Bros., Inc., Madison 
department store. 


PROM PT 


SERVICE 


ROM the alert salesman, 
F who calls to assist you,— 

to the delivery boy, who 
brings you the finest print- 
ing plates that science can 
produce there is no lost mo- 
tion by any member of our 
organization. This is import- 
ant when you consider the 
emergencies that arise in 
your advertising department. 


Jahn & Olllier Engraving Co. 
Telephone MONroe 7O8O 


817 W.Washinqton Bouleverd 
“2 eae ee er ee 


into town for the summer 
when the family goes 
away? Then consider 
The Winthrop, the hotel 
that advertising men find 
so convenient. 

& 


Furnished suites of 
from one to four rooms 
by the day, month or 
year. Serving  pantries, 
frigidaire and large closets 
with every suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. WIckersham 2-1400 


“© woING. 


UNIFY READING, 
ADVERTISING IN 
LATEST McCALL'S 


New York, Sept. 1.—McCall’s 
Magazine has announced a new and 
revolutionary type of make-up, with 
the magazine divided into three dis- 
tinct sections. The new make-up is 
effective with the October issue, on 
the newsstands Sept. 10. 
The three sections into which 
the magazine has been divided are 
news and fiction, home-making and 
style and beauty. Text in these sec- 
tions is accompanied to a large ex- 
tent by advertising relating to the 
subject matter of the sections. 
Each section is introduced with a 
front cover in four colors, the home- 
making section for October showing 
an attractive table setting, while the 
style and beauty section has a cover 
picturing a lady in the act of make- 
ing up. The new arrangement affords 
two additional second-cover adver- 
tising positions. 

Size of Sections 
The first section of the October is- 
sue of McCall's consists of 32 pages, 
not including the front cover. The 
second section, devoted to home- 
making, includes 56 pages, with the 
cover, and the third section, that on 
style and beauty, has 36 pages. 
Some of the fiction articles have 
run-overs in the second and third 
sections. 
The  publisher’s announcement 
drew an analogy between the old 
general store and the modern de- 
partment store, “the merchandise 
being the same but better and more 
attractively displayed.” 

It continued: 

“The new format means that ad- 
vertisements will harmonize with 
the reading matter adjoining them. 

“When a woman is planning a 
gown she is in no mood to consider 
a tomato cocktail, however appetiz- 
ing. In each of her three activities 
she has wants but she is most aware 
of those wants when she is explor- 
ing the department where they right- 
fully belong.” 


Salesmen Buy 
One-Fourth of 


DeSoto Output 


Detroit, Mich., Sept. 1.—The sales- 
man is the automobile industry’s 
best customer, if an analysis of cus- 
tomers of the DeSoto Motor Corpora- 
tion is representative of the entire 
field. 

A four months’ survey made for 
DeSoto by J. Stirling Getchell, Inc., 
indicated that salesmen account for 
25 per cent of the company’s sales. 

The consumer “big ten” and their 
relative importance are: 

Salesmen, 25.0 per cent; managers, 
6.2 per cent; clerks, 4.8 per cent; 
housewives, 4.8 per cent; merchants, 
4.3 per cent; laborers, 3.1 per cent; 
teachers, 3.0 per cent; government 
employees, 2.7 per cent; insurance, 
2.4 per cent; doctors, 2.3 per cent. 


Roy S. Duarstine of 
B. B. D. & O. Is Married 


Roy S. Durstine, vice-president and 
general manager, Batten, Barton, 
Durstine & Osborn, New York, was 
married to Miss Virginia Gardiner at 
the home of her parents in New 
York Aug. 30. 

Miss Gardiner is a well known 
radio and concert singer. 


“Christian Herald” 


Reduces Its Rates 
Rates of Christian Herald, New 
York, will be reduced to $1.50 an 
agate line and $950 a page, effective 
with the October issue. Former 
rates were $1.75 a line and $1,080 a 
page. 
Circulation guarantee has been re- 
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CAPLESS TUBE MAKES NEW APPEAL. 
The convenience of this capless tube is featured in the label. H. R. M. 


Puzzle Copy 
Is Restricted 
By Commission 


Washington, D. C., Sept. 1—The 
Federal Trade Commission has taken 
a hand in the puzzle-problem-prize 
form of advertising, moving against 
the publisher of a periodical and a 
magazine subscription agency. 

It was admitted in a stipulation 
signed that no prize or award is 
given for the mere solution of the 
problem or puzzle, and, for a winner 
to obtain prizes offered, he must en- 
ter a contest the nature of which is 
not disclosed in the advertisement 
and compete for prizes by working 
in accordance with rules and con- 
ditions also not disclosed. 

The publisher and _ subscription 
dealers agreed to stop representing 
that mere solution of a puzzle will 
enable a contestant to win a prize; 
that any prizes are offered free; that 
any prize, benefit or competitive ad- 
vantage is offered for the mere solu- 
tion of a puzzle; that solution of a 
puzzle qualifies person to enter a 
contest in which prizes are awarded 
to winners, unless no person is per- 
mitted to enter the contest until he 
or she has correctly solved the puz- 
zle. 

The respondents further agreed 
not to publish advertisements offer- 
ing prizes or rewards to the winner 
of a contest when there is a puzzle 
or problem pictured in the same ad- 
vertisement, unless there appears 
also adjacent to and equally conspicu- 
ous with such offer of a prize or re- 
ward, a clear statement to the effect 
that something more of a substantial 
nature will be required, in addition 
to the solution of the puzzle or prob- 
lem, before the prize or reward can 
be won. 


De Soto Miniature 


Factory Tours East 
Having been inspected by nearly 
1,000,000 people in the west, the $20,- 
000 miniature De Soto plant is now 
touring the eastern states. It is ac- 
companied by Peter de Paolo, fa- 
mous racing driver. 
De Soto officials claim 237 sales di- 
rectly traceable to exhibition of the 


duced from 225,000 to 210,000. 


ae © $ 2* 


model. 


Gordon, New York, owns the patents. 


New Ten-Cent 
Cigarette in 
Detroit Debut 


Detroit, Mich., Sept. 1.—Scotten 
Dillon Company are running an ex- 
tensive newspaper campaign in Mich- 
igan on Ramrod, a new ten-cent 
cigarette. The experimental pro- 
gram is to last one month. 

“Just as good a cigarette as you 
ever smoked,” is the headline on 
first copy. Later advertisements 
will maintain the effort to obviate 
any suggestion of inferior quality 
that may be suggested by the low 
price. 

“Mild as a summer breeze” is the 
slogan on the package that Scotten 
Dillon hopes to popularize to the 
point where it will take a front and 
center position on the tobacconist’s 
counter. 

The account is handled by Fred 
M. Randall Co., Detroit, with Hal 
Trump as account executive. 


A C Spark Plug Co. 
Sued for $1,000,000 


Suit has been filed in the U. S. Dis- 
trict Court at Bay City, Mich., by 
Motor Improvements, Inc., New York, 
seeking $1,000,000 damages from A 
C Spark Plug Co., Flint, a subsidiary 
of General Motors, based on sale and 
manufacture of the “purolator.” 

The plaintiffs have also appealed 
to the Federal Trade Commission to 
enjoin the defendants from advertis- 
ing the “purolator.” 


(Continued from Page 1) 
proved their value to the company, 
and a division of sales responsibility 
which led to varying policies in dif- 
ferent parts of the country. 

He also said the radio program 
was poorly conceived in part. 

“While it had plenty of interest 
for children,” he said, “we admitted 
the youngsters into our Pirate Club 
without any return whatever. Then 
we asked them for ten Pops pack- 
ages to win a promotion in the club. 

“T believe we would have fared bet- 
ter had we asked for two Pops con- 
tainers for admission to the club and 
as many more for a step up the lad: 
der. We imposed too hard a task on 


will 


every Saturday. 


FIRST ISSUE OF 


SHOPPING NEWS 
OUT SEPT. 10 


Chicago, Sept. 1—The initial is- 


sue of Shopping News, to be pub- 
lished by 


local merchants, with 
Flint Grinnell as general manager, 
appear Sept. 10. Circulation 
will be 500,000. The paper will be 


standard newspaper size and the 


first issue is expected to run about 
12 pages. 

Shopping News will be published 
It will be dis- 
tributed by 1,500 selected youths of 
Boy Scout age. The youngsters are 
instructed to insert the paper be- 
tween the door knob and the jamb 


so that it will fall inside when the 
door is opened. 


Only long term advertising con- 
tracts are being accepted. 

A study by Mr. Grinnell showed 
shopping papers existing in Cleve- 
land, Boston, Detroit, Seattle, San 
Francisco, Los Angeles, Cincinnati, 
Dayton and Milwaukee. Most of 
them are weeklies, but that in Cleve- 
land is semi-weekly. 


Cuba Puts Tax on 


Radio Receivers 
A tax ranging from $3 to $10 a 
year, depending upon the number of 


tubes, has been placed on radio re- 
ceivers in Cuba, the U. S. Depart- 


ment of Commerce reports. 

Dealers believe they will find it 
necessary to absorb this tax, at least 
for the first year. 


CBS Issues New Rates 


New rate cards for Columbia 
Broadcasting System and Dixie net- 
work, a subsidiary, announcing elim- 
ination of the circuit charge on all 
westward broadcasts to the Pacific 
coast, as well as other reductions, 
have been issued, effective Sept. 1. 
Increased power for six stations in 
the chain is also announced. 


the children.” 


You cannot discount the power 
of a single architect; he is con- 
stantly growing in influence. And 
the profession, though of course 
affected by the depression, is more 
alive, and awake, and up and do- 
ing than ever before in its history. 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirrH AVENUE. New York 


THE NEWEST NOVELTY 


Advertising Medium 


H.A.Woodwerd Company 
se Main St Dlchester, May 


Chewing Gum... pri- 
vately labeled. Yes, and 
it is proving very effec- 
tive, too. Your name or 
advertisement appears 
on every stick and 
wrapper. Made of the 
highest quality chewing gum, this new 
advertising medium is wonderful for 
creating good will. You can supply 
your salesmen at very little cost. Write 
for particulars. 


INETFALIGUM CO. 
P. 0. Bex'32 ROCHESTER, N. Y- 


new 
money! 


Iowa sells 12,000,000 hogs 
annually, The recent price 
rise of 47% for hogs gives 
Iowans a tremendous NEW 
SPENDABLE INCOME! 
Reach it through the state- 
wide circulation of The 


@ Des Moines 
Register and Tribune 


245,241 Daily 
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HS 


ADVERTISING AGE 


SOLE OWNER 


Roy M. Kirkland, sident of 
Kirkland-Engel Co., Chicago, has 


bought the interest of Frank L. 
Engel, who has retired as vice-pres- 
ident and director. Mr. Engel has 
joined Norman T. Phelps Adver- 
tising Agency. 


WESTERN DATES 
TOBE SOLD AT 
FRUIT STANDS 


Los Angeles, Cal., Sept. 1—Cali- 
fornia dates are seeking a new out- 
let through fresh fruit stands of the 
nation under a new merchandising 
plan adopted by the California Date 
Growers Association. 

Sold heretofore in the dried-fruit 
classification, the bulk of the crop 
will now be routed through fresh- 
fruit channels, where it will be intro- 
duced to consumers as “California’s 
latest winter fresh-fruit specialty.” 

Limiting association grades and 
packs to five in number, the fruit 
will be marketed under one brand 
name, Desert Gold. Each grade will 
have a distinctive package, which 
will eventually come to represent 
that grade to the consumer and 
trade. Cardboard containers in sev- 
eral sizes much like berry boxes will 
be used, with cellophane packages. 


Keep Old Outlets 


All will have attractively designed 
labels. To serve established outlets, 
a small portion of the crop will still 
be dehydrated and sold through groc- 
ery stores. 

The reorganization of the market- 
ing program followed a survey by 
Lord & Thomas which revealed that 
75 per cent of the public likes dates 
and potential consumption is suffi- 
cient to absorb the crop for many 
years to come. 

Under the new system, exclusive 
distributors have been appointed 
throughout the country, supplanting 
brokers. The association will ship 
in carloads direct to 18 warehouse 
Points, each serving from two to six 
subsidiary markets. 

Dealers will withdraw their re- 
quirements with documents which 
are in effect invoices, both reporting 
sales and making payment. 

Two district managers, one in the 
East and one in the West, have been 
appointed. Dealer service men will 
also be used. 


Opens New York Office 

Thomson Symon Co., Terre Haute, 
Ind., posters and display material, 
has opened an eastern office at 1 


Park Ave., New York. M. Zenn 
Kaufman, formerly with General 
Gutdoor Advertising Co. is in 


charge. 


Fontaine Is Promoted 

Glenn E. Fontaine, for 23 years a 
member of the staff of Popular Me- 
chanics Magazine, has been ap- 
Pointed eastern advertising manager 
with offices in the Empire State 
Bldg., New York. Thomas H. Nixon 
continues as eastern representative. 


“Dorothy Dale” Dead 

Pearl Dillon Long, former wife of 
Ray Long, and better known under 
the pen name of Dorothy Dale. died 
in Los Gatos, Cal., Aug. 29. She 
was at one time editor of Redbook 
and Photoplay. 


Organize Chain Store 
Advertising Service 


Food Advertising, Inc., has been 
organized at 1018 Fox Theater Bldg., 
Detroit, to handle retail and national 
chain store accounts. E. W. Beatty 
is president and treasurer, and A. G. 
Evans vice-president. 

Accounts being handled by the 
agency are Checkerboard Stores, 
Omaha; Home Service Stores, Hunt- 
ington, Penn.; Urma Stores, Hagers- 
town, Md., and Clover Farm Stores, 
Cleveland. 


Registry Denied 
for “Free Wheeling” 


The U. S. Commissioner of Patents 
has upheld the ruling of trade-mark 
examiners who refused to register 
“free wheeling” for Warner Gear Co. 

The decision held that the term 
has become recognized as one denot- 
ing a class of devices, and is there- 
fore not registerable. 


Start New Agency 
Adolphe Weinstein, Barney Con- 
don, and Julian E. O’Donnell have 
organized Federal Sales and Adver- 

tising Associates, Los Angeles. 


Knisely Is Married 
Arthur C. Knisely, advertising 
manager, Burdick and Murray Co., 
Madison, Wis., was married Aug. 20 


to Helene M. Birnbaum. 


C. R. & N. on Coast 


Cone, Rothenburg & Noee, news- 
Paper representatives, have opened 
an office at 444 California St., San 
Francisco. A. S. Babcock, late of 
Fuller & Smith & Ross, is in charge. 


Order Signs Removed 

Wisconsin State Highway Commis- 
sion has ordered the removal of all 
advertising signs on highways, in 
compliance with a law not strictly 
enforced heretofore. 


Simpson Succeeds Wantz 


George Simpson, formerly’ with H. |. 


W. Cohn Furniture Co., Houston, 
Tex., has been appointed advertising 
manager of Rubenstein Co., New Or- 
leans, succeeding Jack Wantz, re- 
signed. 


Stack-Goble Agency 


for Bromo Quinine 
Paris Medicine Co., St. Louis, 
Bromo Quinine and other medicines, 


has placed its advertising ‘with 
Stack-Goble Advertising Agency, 
Chicago. 


The agency will shortly release a 
new campaign. 


Lovell Is Father 


A. M. Lovell, account executive 
with McCord Co., Minneapolis, is re- 
ceiving Congratulations on the birth 
of a daughter, Suzanne. 


| igeher Has Agency 

Advertising of C. A. Fischer Co., 
Fort Worth, Tex., boiler gage cocks, 
has been placed with Albert Evans, 
or Fort Worth. Oil papers will be 
used. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 


ee 


EVEN WHEN SHE BUYS A LIPSTICK 


THE SHADOW COMES ALONG 


Wr a woman buys a shade of 
lipstick her husband makes wise- 
cracks about, she buys a different 
kind next time. Similarly, she buys 
the kind of perfume that experience 
teaches her will please her husband— 
or somebody’s husband. 

Cosmetic sales stayed compara- 
tively meager until men allowed them- 
selves to be persuaded that a girl could 
have mascara on her lashes and still 
be Fit to Introduce to the Family. 

Women buy cosmetics? Certainly. 
But they buy them to please men. 
Behind every woman, as she sniffs a 
dainty bottle or fiddles with a new 
vanity case, stands the shadow of a 
man—the man whose senses it is the 
purpose of the product to overwhelm. 


decides. 


We chose cosmetics as an example 
of “husband influence” just to make 
it hard for ourselves. In the case of 
most products this influence is even 
more apparent. When it comes to 
foods, women again do the buying; but 
men do half, or more than half, of the 
eating—or the spurning. And when it 
comes to the more important pur- 
chases like radios, refrigerators. and 
roadsters, a family conference frankly 


You, whose products are bought by 
women—don’t forget to sell the men! 
You don’t need an extra appropria- 
tion to do it. Not if you advertise in a 
Family Group magazine. 

What is a Family Group maga- 
zine? It is a magazine which is read 


not by women alone, not by men 
alone, but by men and women in equal 
numbers. Its natural habitat is the 
living-room table, for it is edited to 
interest both sides of the family. 

Redbook is this kind of magazine. 
Every thousand copies, by an actual 
count, are read by 1480 women and 
1420 men. Far from costing more, 
your advertisement in Redbook ac- 
tually costs 30% less than it does in a 


magazine which is read by one sex 


alone. Even if it didn’t help your 
sales to have men see your advertis- 
ing, it would cost less to reach women 
alone in Redbook than in other media! 

Sell the family and you sell all. 
Redbook Magazine, 230 Park Avenue, 
New York City. 
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12 ADVERTISING AGE September 3, 1932 


FRENCH PAINTER GLORIFIES NEW WANAMAKER STORE 


PHOTOGRAPHIC (gpm ew amare 
REVIEW OF THE Vf ie =f 


- WEEK 


NEW TOUCH IN ICE CREAM COPY 


One of the murals by Guillonnet, celebrated French artist, which will grace the main floor of the new 
Wanamaker store in the Lincoln Liberty Bldg., Philadelphia. The store is heralded as the largest of 
the kind in the world. 


ROLLING KITCHENS TO DEMONSTRATE ALL-ELECTRIC COOKING 


9 
That’s It! Hendlers! 
Interior of one of the score of rolling kitchens to be sent on tour by General Electric Kitchen Institute, 


Mother said “Ask for ice cream by name” Chicago. A breakfast nook provides opportunity to prove the pudding. Dealers will make advance 
Unusual Newspaper Campaign In Baltimore appointments to show the motorized kitchen to prospects at their homes. 


LINCOLN PHOTOGRAPH GIVES INTEREST TO PROMOTION 
HOME BAR RECALLS DAYS OF YORE 


This unusual picture will feature a new “Trip through the Plant" booklet to be issued by Lincoln Kiel Furniture Co., Milwaukee, is devoting much of its appropriation 
National Life Insurance Co., Fort Wayne, Ind., for agents and policyholders. The effort is to portray to featuring this home bar, reminiscent of pre-Volstead days, except 
the great strength of the company, which, incidentally, has assembled a library of literature dealing that it folds up. 

with the Great Emancipator. 
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